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摘   要 
















































    Innovation is the driving force for enterprises to survive and develop. Although 
technological innovation is very important, that of business model is more important 
for development. Throughout the world, many successful companies success chiefly 
depends on the innovation on business model other than technology for the 
advantages of the customer value of their products have the uniqueness to realize.  
    Business model research is a complex system problem, involving almost all links 
of the business operation, in order to achieve the purpose of study serving for practice. 
This paper analyzed the existing unfavorable factors for China's medical industry to 
popularize and promote medical device products based on the theoretical study of 
business models, analyzed S Group's medical device products and solved the problem 
that products fail to be popularized and promoted on the market through business 
model innovation.  
    Through a study on the process of S Group's business model innovation, the 
author believed that internal resources are very important for enterprise development, 
but enterprise resources are limited, which will be limited to promote the development 
of enterprises. The study suggested that integrating social resources outside enterprise 
with enterprise limited internal resources was able to promote the rapid development 
of an enterprise; when market environment was adverse to the popularization and 
promotion of enterprise products, problem could be evaded through optimizing the 
business content; to prevent competitors from copying and imitating, enterprises 
should use strategic resources to set profit barriers to competitors, so as to achieve 
corporate stable high-speed development.  
    Through the study of S Group's business model innovation process, it is 
recognized that the complex business model innovation issues of system can be 
concluded as: 1. the problem of enterprise internal and external resources integration; 
2. the problem of business content change; 3. the problem of setting profit barriers to 
competitors. By addressing these three issues, enterprises can obtain successful and 













the research, the author designed a business model innovation pattern for everyone’s 
consideration.  
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基层医疗卫生机构的医疗器械和设备中，约 15%是 20 世纪 70 年代前后的产品，
60%是上世纪 80 年代中期以前的产品，它们更新换代的过程是一个需求释放的过















入门槛较高，但可复制性又很强。据 2011 年度统计，现在国内 1、2、3 类医疗










































2  本研究的理论依据 
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年，美国专利局共收到了 927 份商业模式专利申请，而这一数字在 2001 年攀升
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